January 1952 


EDITORIAL 


This is the time of year for surveying the 
past and predicting the future. Magazines and 
newsletters are filled with prophecies. And 
naturally (especially in an election year) there 
is much pointing with pride and viewing 
with a-l-a-r-m. Never let it be said or rumored 
that THE REPORTER is out of step ... so 
we'll devote this first editorial of the year to 


pointing and viewing .... . . (continued page 13) 
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I HEREBY RESOLVE to use Cupples ated yy yo “re 
‘*Personalized” envelopes from now on. Increased 
returns have convinced me. We spend a lot of time 
and trouble on our mailings to make sure they put Deor Mr. Client 
our message across, and we use Cupples ‘‘Persona- 
lized” envelopes— envelopes designed especially for 
us — as an integrated part of our whole direct mail Don't Write Backwards 
effort. Our envelopes attract attention. They are 
noticed first and they are opened first. That means How Not To Make Friends 
one thing to us here — increased returns. 

The Cupples art department is first class 
and they make no charge for designing. Try them Sli diiticeaaik aus ins aninas 
and convince yourself. 
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DEPARTMENT 


@ REMEMBER. You must obtain a new 
permit to mail third class matter in bulk 
quantities under the provision of Sec 
tion 34.66, PL&R. for the calendar year 
beginning January 1, 1952. The fee is 
$10 per year. Your previous permit 
has expired, so you must get your fee 
in before your first 1952 mailing. If 
you mail in more than one city . . 
you must obtain the $10 permit for eoth 
of your mailing points. 


@ BONER! Our esteemed contemporary 
Printers’ Ink. made some weighty ob- 
servations about postal rates in the De 
cember 14 issue. This line takes the 
cake, or something or other: Quote. 
Government postals jump to 2 cents on 
January | (plus 10% quantity sur 
charge). but hike will mean only mod- 
erate switch to third-class since only 
relatively few advertisers use postals. 
End quote. Relatively few? The Post 
Office has been selling about 3'/2 billion 
postal cards per year. The Post Office 
estimates that 90°, of those cards were 
used by business for advertising. Thou 
sands upon thousands of small mer 
chants depended on postal cards for 
their only economical form of advertis 
ing. Big business, too, used postal cards 
in enormous quantities. That is the trou 
ble with the whole postal rate situation. 
Congressmen. lobbyists, pressure groups 
and publishers do a lot of loud talking 
but very few know what they are talking 
about. Of course, postal cards are not as 
glamorous as double page spreads in 
Life or a Milton Berle show on television. 
It is easy for the unobservant to get the 
idea that “relatively few advertisers use 
postal cards.” 


@ BILL RYAN of Mail-Ad Company 
6238 Wilshire Boulevard, Los Angeles 
48, California should get the credit for 
mailing positively the last advertising 
penny postal card in the United States. 
He arranged with Los Angeles Post- 
master to cancel his l¢ card (advertising 
a new art book) at midnight. December 
31, Pacific Coast Time. Wire services 
covered the story. On the address side 
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Ryan offered to redeem all outstanding 
(retained) “Death of a Salescard” speci- 
mens for $10 each between January 1. 
1962 and April 1. 1962. Others around 
country had similar ideas . . . mailing 
their “last cards” at midnight. Decem- 
ber 31. Mosier Advertising Service. El- 
mira, N. Y.; Mail Advertising Club and 
Advertisers Mailing Service, both of 
New York: Ferd Nauheim. Washington. 
D. C. issued deadline “collectors items.” 
But Bill Ryan's card was actually mailed 
three hours later. Significantly. coin 
cidentally (or something) the first 2¢ 
postal card received by this reporter. 
postmarked January 2, announced the 
death of a member of the Printing House 
Craftsmen of N. Y. Philip J. Wallach 
Company (advertising), 220 Fifth Ave 
nue. New York 1, N. Y. gets the gold 
palm for landing in the mail with first 
post card (exact size and stock) mailed 
at l¢ bulk rate... thus beating the great 
brains in Congress who panned the 
ridiculous 100 increase on the Govern- 
ment-stamped postal card. But the Post 
Offices started on January | charging 
you 3¢ on all returned permit business 
reply cards . . thus increasing your 
costs on that item by 33 1/3 A sorry 
mess. A Government hell-bent for in- 
flation, while pretending to fight it with 
price ceilings. See editorial on page 
13. 


@ WONDER IF THIS IS TRUE? Col- 
umnist Jerry Kluttz, writing “The Federal 
Diary” for the Washington Post, reports 
on a lobbyist who talked too much. 
Seems like the lobbyist unwisely en- 
thused too loudly before the wrong peo- 
ple about his pleasure over the Chavez 
amendment. which would have de- 
creased the increase on third class mail. 
But he added that he was worried over 
rumors that two Senators would ask for 
reconsideration. The secretary of one 
Senator checked with both. Neither 
was conscious of the Chavez amend- 
ment... but their curiosity was aroused. 
One finally asked for reconsideration. 
The amendment was killed. Third class 
minimum went to l'/¢...a 50%, raise. 
Even if the story isn’t entirely accurate 

. it seems to prove that postage rate 
fixing is a _ helter-skelter unscientific 
business. 
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@ THE SIXTH ANNUAL EXAMINA- 
TIONS for Advertising will be conducted 
by the American Association of Adver- 
tising Agencies from February 16 to 23. 
1952. They are already scheduled for 
Baltimore, Boston, New York, Philadel- 
phia, Chicago, Cleveland, Dayton. De- 
troit. Minneapolis, Pittsburgh. St. Louis. 
Los Angeles and San Francisco. Other 
cities may be announced later. These 
examinations are given to attract high- 
calibre young people to advertising. In 
clude tests of both aptitude-tempera- 
ment and practical knowledge. Appli- 
cation should be made to the AAAA 
Examination Chairman in the cities 
where the tests are to be taken. or 
through AAAA headquarters—420 Lex- 
ington Avenue, New York 17. N. Y. 


@ MAGIC (TRICK) DEVOTEES in the 
direct mail field can get some fresh 
ideas if they will write to Joe Berg of 
Berg's Magic Studio, 30 West Washing- 
ton Street. Chicago 2. Illinois. Ask for 
latest collection of catalogs and folders. 
We discovered that Joe carries 
those laugh-getting. collapsible cocktail 
glasses which Luke Kaiser of Houston 
used at the Milwaukee Convention. Next 
year at Washington DMAA Convention 
all the direct mail tricksters should get 
together for an amateur-professional 
show. Luke Kaiser. Abe Mitchell (Chi 
cago). Bill Wahl (Buffalo) and Mack 
Beresford (New York) could form the 
high-powered nucleus. 


@ DON’T TRY TRICKS and then get 
“caught with your pants (sincerity) 
down.” Four or five months ago. a mail 
order operator in New England sent 
out a good form letter announcing a 
magnificent new line of binoculars. 
These binoculars were “on the water 
scheduled to arrive soon from Japan.” 
Orders placed immediately would get 
quick attention the minute the ship came 
in. An expert touch was added by en 
closing a special strip, informing recip 
ients that since processing the letter 
the ship had arrived, so binoculars could 
be delivered. The only trouble is .. . 
the same letter with the same tricky 
slip. was mailed again three months 
later. The stunt didn’t go over so well 
on the second reading. Sounded phony. 


@ EYE-CATCHING BLOTTER is used 
by E. H. Clarke & Bro. Inc. (printers), 
19 South Second Street. Memphis 3. 
Tennessee. It is die-cut in the form of 
and printed in the colors of the Tennes 
see automobile license plate, which it- 
self is an outline of the borders of the 
state. Blotter carries large phone num- 
ber figures instead of license number. 
Punch line: “Your license to expect the 
best in printing and office supplies.” 


@ THANKS to Walter O. Voegele. edi- 
tor of Hotel Management. 71 Vanderbilt 
Ave., New York 17. N. Y. for all the 
publicity he gave to The Reporter in 
his December 1951 issue. A two page 
spread (pages 44 and 45) reproducing 
letter format styling from October Re 
porter also praising and recom- 
mending the two “How To Think” book 
lets. As previously reported . .. the 
hotel business is getting more and more 
conscious of the power of direct mail. 


@ EXPERIMENT with the idea of using 
plastic plates for printing jobs . . . if 
you are interested in cutting costs. Fair- 
child Scan-A-Gravers are being in- 
stalled by some engravers after years 
of experimentation. Costs for plastic 
plates are from | 3 to '2 cheaper than 
metal. But there are limitations. For 
a good folder describing in detail plastic 
plate production and limitations. write 
to Basil L. Smith System, 1010 Cherry 
Street. Philadelphia. Pa . one of the 
first organizations in the country to man 
ufacture both plastic and metal engrav 
ings under one roof. 


@ WATCH your newspapers for a sen 
sational serial story which starts January 
20th . . . syndicated by The New York 
Herald Tribune. Title. “I Led 3 Lives.” 
It will also be published in expanded 
book form by McGraw-Hill on February 
4th. The spine-tingling material was 
written by Herbert Philbrick ... the man 
who bombshelled the trial of the eleven 
communists before Judge Medina. Herb 
was a direct mail man who became 
a secret agent of the F.B.I. Joined the 
communist party and used his direct 
mail experience to uncover the commun 
ist network. His first job was with 
Dickie-Raymond in Boston. Later he 
was production manager of the Boston 
Council of Social Agencies. Later still 
was an account executive with Holmes 
Direct Mail Service of Cambridge. Is 
now Sales and Advertising Manager of 
Maintain Store Engineering Service. 

Read “I Led 3 Lives” and get a thrill. 
Then give Herb Philbrick your praise for 
a most wonderful job done for his coun 
try. at the risk of his life. His cover-up 
was perfect never suspected by 
the communists until his dramatic ap 
pearance in court. 


@ A HARD COVER BOOK was adopted 
by P. J. Kenedy & Sons, 12 Barclay 
Street. New York 7. N. Y. as the 
format to be used in celebration of its 
125th Anniversary. Fifty-six beautifully 
designed pages describe the history and 
the growth of this publishing concern 


under the title: “A Catholic Book Chron 
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icle.” There is no doubt about it... 
a book format with a hard-bound cover 
adds prestige. distinction and authen- 
ticity to any mailing promotion. This 
one ranks high. 


@ ANOTHER ADDITION to the Number 
One Club is . . . Burck’s Advertising & 
Printing Service. 555 Tenth Street. San 
Bernardino. California. If you hold a 
21 local permit for using the business 
reply form ... you are eligible to join. 
No meetings. No cbligations. Just be 
listed. 


@ CARTER HOTELS OPERATING COR- 
PORATION (Hotel Governor Clinton in 
New York City) won the John Patafio 
Cup at the recent Hotel Sales Manage-s 
Association convention in Philadelphia. 
This cup is awarded annually by the 
President of Ambassador Letter Service 
Company of New York City. to the hotel 
using direct mail to the best advantage. 
Hotels generally are improving their 
direct mail technique. That is because 
the subject of direct mail gets so much 
attention at the annual conventions. But 
there is still a lot to learn. We recently 
saw a 5-page, typewritten letter sent to 
the secretary of a national association, 
soliciting convention business. It was a 
complete waste of time and money. The 
sales manager should have found out in 
advance whether the association could 
possibly visit his area. There was no 
need for the 5-pages of detailed expla- 
nation since conventions had already 
been booked for the next three years. 


@ THE KIPLINGER WASHINGTON LET- 
TER for December 21, 1951 was unusual 

and should be must reading for 
all marketing-minded folks. Issue de- 
voted exclusively to one subject 
people, our principal national asset. An- 
alyzes the basic statistical population 
changes in past ten years and what 
they mean in terms of present and fu 
ture strategy. If you are not on Kip 
linger's list . . . write to Kip (W. M.) 
at 1729 H Street. N. W.. Washington 6. 
D. C. He may be willing to show you 
this sample as an inducement for sub- 
scribing to his weekly service. 


@ CONGRATULATIONS to the Barber- 
Colman Company. P. O. Drawer 99 
Rockford. Illinois for “taking the bull by 
the horns” and making an effort to clean 
up a situation that is getting to be a 
national headache. On November 27 
1951, D. R. Farquhar. purchasing agent 
for the company. mailed a 5!/, by 3 
inch slip of paper on which was printed 
the following frank message: “It is our 
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desire that firms or individuals with 
whom we have. or may have. business 
relations. do not send gifts to the officers 
or employees of this Company. The 
Company. while appreciating the spirit 
in which these gifts have been tendered 
is certain that our friends in business 
will not misinterpret this action in mak 
ing the above request In too many 
cases the spirit of Christmas has been 
prostituted by the wholesale giving of 
gifts. which when carefully analyzed 
are nothing more than bribes or kick 
backs. Washington isn't the only spot 
in the country where scandals grow 


eee 


@ SPEAKING OF SCANDALS, someone 
should straighten out the muddle which 
exists over the televising of football 
games. This reporter is encouraged by 
the news that his old school. the Univer 
sity of Pennsylvania. will fight against 
the concerted agreement to curb the 
showing of games on TV. What has 
this to do with direct mail? Plenty 
Alumni secretaries all over the country 
Gre using “crying towels.” complaining 
about the low returns on alumni fund 
solicitations. We told a group of alumni 
secretaries nearly a year ago that the 
schools were crazy to band together 
to prevent football games from being 
televised. Such action would irritate 
the alumni from whom they expected to 


collect funds or dues later on. A very 
small percentage of living alumni can 
go physically to the games of their old 
schools. But they get a kick out of 
seeing their team on TV. Deprive them 
of that “kick” and they are less respon 
sive to mailed appeals. It is exactly 
the same line of reasoning which caused 
an upheaval in the field selling situa 
tion. Phony and dishonest solicitors were 
irritating the householders and thereby 
reducing the effectiveness of future mail 
appeals. The publishers jumped in to 
clean up the field selling abuses. The 
colleges better do the same thing. Eli 
minate the sources of irritation. Then 
their mail appeals will be more effective. 
Class adjourned. 


@ CRYING TOWELS seem to be getting 
popular as attention-getting gadgets. 
The Advance Seed Company, P. O. Box 
6157. Phoenix. Arizona stapled a swatch 
from a “crying towel” to the top of a 
letter which told the sad story of what 
happened to the Arizona crop during 
the last year. Although a pessimistic 
letter the story was told very well. 
Harry Jay Treu, Inc. (fur craftsmen), 147 
West 35 Street. New York, N. Y. repro 
duced a “crying towel” on a recent 
circular which headlined: “Do You Need 
a Crying Towel? Are You Bewailing 
the Condition of Your OLD Fur Coat? 
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Facetious presentation . . . but effective. 
A marginal notation offered real “crying 
towels” at S0¢ each or “a dozen free 
if you buy ten fur coats. 
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@ CONGRATULATIONS to our old 
friend Edwin E. Leason on his election 
to the Board of Directors of Dickie- 
Raymond, Inc., 80 Broad Street, Boston 
10. Mass. He will serve also as Treas 


urer after 17 years with the company. 
Except for the time Ed served in the 
Army (two wars) he has watched and 
helped Dickie-Raymond grow into one 
of the largest direct mail agencies in 
the world. Other directors are Paul T. 
Babson, Leonard J. Raymond and E. 
Wright Thomson. all of Boston. 


@ THE CHICAGO TRANSIT AUTHOR 
ITY is now printing a joke on the back 
of each transfer handed to Chicago 
riders of trolleys. busses and subways. 
These jokes (three and four line gags 
with a point) are supplied on contract 
at the rate of 60 a month by Orville Reed 
of Howell, Michigan from his file of 
over 5000 such jokes built up over 10 
years of editing house organs. 


@ AN IDEA WITH POSSIBILITIES. If the 
Post Office receives enough complaints 
about the slow delivery of third class 
mail and parcel post something 
might be done about it. One large par 
cel post shipper in the New York area 
has written automatically typed. per- 
sonal letters to all of his customers, ask- 
ing them to keep a careful and accurate 
record of the exact time of arrival of 
each package. Shipping dates are on 
packages. The letter asks the customers 
to write to the Post Office Department 
in Washington. giving exact figures on 
the time of delivery in all cases where 
such delivery seems obviously tardy. 
The idea could be adopted by all mail 
order shippers. Get your customers to 
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cooperate in making a time study and 
relaying the findings to Washington. 
There are plenty of conscientious people 
in the Post Office Department who would 
like to eliminate the delays. So go to it. 


@ JONNY MOPS are being advertised 
in syndicated self-mailing folders fur- 
nished to department stores by a New 
York manufacturer. A “Jonny Mop.” 
in case you don’t know. is a new, dainty. 
disposable pad idea for cleaning toilet 
bowls. You can order a “Jonny Mop” 
by mail from your favorite department 
store for $1.29. Johnny Plank out in 
Marion, Ohio, who sent us a sample of 
the mailing. also sent us some sug 
gested headlines which the bright copy 
boys might use . .. but we will skip 
them. 


@ WHAT NEXT? An outfit in Cali 
fornia, calling itself the Smoothie Com 
pany. is now offering by mail (with in 
triguing copy) decks of cards at only 
$5 each. Each card bears “in rich. 
natural colors, a different photograph 
of a breathtaking nude female model.” 
The first sentence of the printed, pro 
cessed letter is an eye catcher: “Unless 
you are a true devotee of artistic accom- 
plishments we ask you to disregard 
this highly confidential and personal 
letter!” Wonders never cease! 


@ THE NEW YORKER magazine doesn't 
like the idea of “Square Span” letters. 
The editors took a crack in their “Letters 
We Never Finished Reading” Depart- 
ment at a “Square Span” letter mailed 
by the Wheelco Instruments Company. 
92 Liberty Street. New York 6. N. Y. (A 
letter reproduced some time ago in The 
Reporter.) Even though the New Yorker 
disagreed, they used “Square Span” in 
setting their heading . . . so they must 
have read the letter to get the idea. 
At any rate, the item stirred up con- 
siderable correspondence. 


@ NEW OFFICERS for the Philadelphia 
Direct Mail Club are: President—Scott L. 
Wolff, Jr.. sales manager of The Drake 
Press: Vice President—Nicholas B. Bjorn- 
son, Lavenson Bureau of Advertising: 
Secretary—Laura Perry advertising 
manager of Blakiston Company: Treas- 
urer—M. H. Powell. assistant circulation 
manager of Farm Journal, Inc. The 
Club meets monthly (second Wednes 
day) at Gimbel’s on Market Street. 
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@ EDGAR V. HALL. formerly vice presi 
dent of Don Kepler. Inc.. was recently 
appointed subscription direct mail man 
ager of Macfadden Publications, Inc. 
205 East 42 Street. New York 17, N. Y. 
Ed is a serious thinker on direct mail 
subjects. Reporter has frequently pub 
lished his articles. Good luck to him 
in the new spot! 


@ WATCH YOUR MAIL for examples 
of “hate literature.” Recent reports 
reaching us indicate that some of the 
old-time hate mongers (and new ones) 
are getting active again. A lot of these 
crackpots are hiding behind the cloak 
of religion. We are wondering what 
the Post Office Department is going to 
do about these fellows when it comes 
to granting exceptions and lower post 
age rates to “non-profit” and religious 
organizations. One of the hate mongers 
out in Huntington. West Virginia has a 
mailing list of 6000 prominent people 
who regularly receive violent and fa 
natical anti-Semitic letters. Gerald L. K. 
Smith is still publishing his “Cross and 
the Flag” with violent attacks on mi 
norities. A Denver Fundamentalist 
evangelist regularly issues his “Show 
ers of Blessing.” condemning the 
Catholics. Protestants and Jews and 
urging that “the Ku Klux Klan must rise 
again.” Many others are _ scattered 
throughout the country. No one knows 
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the total circulation. Those who keep 
their fingers on the pulse of such ac- 
tivities fear that “religious hate factories’ 
are multiplying into what can only be 
described as a “business boom.” Send 
to The Reporter any samples you may 
receive in the mail or which friends 
may show you. We know what to do 
with the samples. 


@ ANOTHER FOR THE BOOKS! We 
received a penny postal card post 
marked December 7, from Kensington. 
Connecticut. On the message side a 
sticker was attached with this wording: 
‘Visit Our New Home! 270 New Britain 
Road. Kensington, Conn.” That was all. 
Wonder how many people visited the 
“new home” in order to find out who 
was issuing the invitation? 


@ IS THIS A NEW WRINKLE in mail 
order? The H. M. Switzer Manufactur- 
ing Company. Inc., 808 East Eighth 
Street, New Albany. Indiana recently 
mailed a form letter to which was at 
tached, with scotch tape, a spendable 
dime. Recipients were asked to use 
the dime to buy a copy of the December 
issue of “Household” magazine. They 
were then supposed to turn to page 17 


IF YOU WANT TO 
INCREASE YOUR 
DIRECT MAIL 
PROFITS IN 1952 


Fill out and mail the coupon be 
low today’ It will bring you 
complete details about more lists 
of tested direct mail buyers for 
your product than you ever thouc ht 
existed! 

Our integrity and our resourceful 
ness in locating hard-to-find lists 
have set a precedent for consci 
entious service in the direct mail 
field. It makes no_ difference 
whether you need five thousand or 
five million names we can 
get them for you—and you can bet 
they'll be responsive 

Charter Member National Council 

Mailing List Brokers 


willa MADDERN, éac. 


215 Fourth Ave. New York 3, N 


Without ob 10 end us your list recom 
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MEDICAL 
ADDRESSING 
SERVICE 


We maintain a complete mailing 
list of all practicing physicians 
arranged by states and cities and 
by specialty groups. Addressing 
charges are low. 100°, post office 
delivery is guaranteed on mail 
ings made from our list. Orders 
are handled within a few days. 
Write for detailed counts and 
prices. 


* Accuracy guaranteed 

* Low cost addressing 

® Write for counts and prices 
* 72-hour service 


* Clean address imprints 


Fisher-Stevens Service 


345 Hudson Street 
New York 14, N. Y. 











OUR ANSWER 
ARING DIRECT- 
MAIL COSTS 
DIRECT-MAIL COMBINE-VELOPES 
The 4-in-1 Direct-Moil Soles Package 
Include Outgoing Envelope, Sales 
Letter. Order Form. Return Envelope 
Delivered Ready to Address. 
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THE SAWDON COMPANY, INC. 


Be me ee ee, 





That 


Beckon! 


BOOKLETS 


sells 


“That Fellow Bott” 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 
XY 3 





~. » for the Finest 
Rebuilt Multiliths & Davidsons! 


Every Press Carries New machine Guerentee 
Comroct Us Before You Buy 


Specialists For Over 32 Yoars 
TOM DARLING 
Addressing Machine 

& Equipment Co. 


326 Broodwoy, New York 7, N. Y. 
HAnover 2.6700 


to read about an automatic appliance 
to defrost refrigerators, which were then 
offered in the letter as sure-fire money 
makers for house-to-house sellers. Won 
der if it worked? 


@ L. BAMBERGER & COMPANY of New 
ark. N. J. did a marvelous job of re 
porting on their annual Thanksgiving 
Parade. Editor Jules Farber of the Bam 
berger house magazine. “Around the 
Clock.” arranged to have a series of 
pictures taken ... not only of the pa 
rade but of the behind-the-scenes ac- 
tivities. The November 27 issue carried 
a chronological series of pictures num- 
bered from one to twenty .. . with cap 
tions which ran into each other and told 
a vivid. exciting story of the activities. 
First class reporting. 


eee 


@ THERE MAY BE a big “Direct Mail 
Day” some time in May in New York 
City. The Mail Advertising Service As 
sociation has for many years staged 
an annual luncheon affair to which the 
members brought their customers. A 
movement is on foot to combine the 
efforts of the MASA. the Hundred Million 
Club, the Direct Mail Advertising Asso 
ciation and various direct mail groups 
into a half-day or full-day session. 
Seems like a good idea and we hope 
it can be put across. 


@ HEAVEN FORBID! There is a rumor 
going around that someone has invented 
an electric typewriter which will enable 
the operator to select and set forty or 
fifty words or phrases used constantly 
in the letters written by the executives 
of the company in which the operator 
works. Stock phrases. such as: dear 
sir, yours truly. job jargon, company 
titles and similar repetitive material. 
When these words are reached in the 
business letter the operator simply 
presses one key and the typewriter will 
do the rest. Seems to us there has been 
too much sameness, stilted phrases and 
repetitive bunk in business letters. It 
will probably get worse if a machine is 
developed to make it easier to hand out 
the bunk. 


@ A DISTINGUISHED SERVICE AWARD 
will be made annually by the Mail Ad 
vertising Service Association and the 
Direct Mail Advertising Association. 
First occasion . . . at the joint conven 
tions in October at Washington. D. C. 
The award was established in memory 
of the late Miles Kimball. Members of 
both associations will nominate by bal 
lot persons they believe have contrib 


uted the most to the promotion or ad- 
vancement of direct mail advertising. 
A committee of prominent judges will 
determine the winner. Mrs. Alberta 
Kimball is honorary chairman of the 
committee, which includes Jack Kane of 
Advertisers Mailing Service, New York 
and John Yeck of Dayton, Ohio. 


@ SOMETIMES the advertising depart 
ment is called on for ideas which have 
no direct connection with advertising. 
Especially in a near-wartime economy. 
If you get involved in any projects in- 
volving the handling of visitors, or the 
identifying of employees. in places 
where plant security is a problem. here 
are two valuable tips: Write to Alfred 
Allen Watts Company. Inc., 216 William 
Street. New York 38. N. Y. for a very 
good sample portfolio explaining the 
Watts system for visitor passes. Also 
write to the Polaroid Corporation, Cam- 
bridge 39. Massachusetts and ask for 
their folder explaining a new portable 
kit for the rapid photographing of em- 
ployees and visitors. using the Land 
Camera technique. 


@ WATCH YOUR TIMING. Especially 
if you are using third class mail. Don't 
send out a deadline offer unless you 
are sure your mailing piece will be 
received before the deadline date. For 
instance, the New York Herald Tribune 
made an otherwise good mailing of a 
Mail Ordergram”™ (resembling a tele 
gram), offering space in the annual 
pre-Christmas Shopping Guide. The 
deadline for reservations was Tuesday 
November 13. Charles Fitzpatrick, the 
cactus man in Edinburg. Texas (see 
December Reporter) received two pieces 
from the Herald Tribune on November 
19. . . six days after closing date. 
Charlie Fitzpatrick tells us that fully 
fifty per cent of the space solicitation 
mailings from New York area publishers 
reach him too late for the announced 
deadline. Too bad. Direct mail is 
wonderful but it can’t do the impossible. 


@ AN INTENSIVE STUDY of direct mail 
in the industrial field will be undertaken 
this year by the National Industrial Ad 
vertisers Association. A better com 
mittee for the job could not be found. 
and this reporter offers to help them in 
every possible way ... if help is needed. 
A. R. Tofte. advertising manager of 
Allis-Chalmers Manufacturing Com 
pany. Milwaukee (and a DMAA di 
rector) is the chairmen. Members of 
the committee include: E. H. Woodley 
DMAA president and advertising man- 
Northern Company 


ager of Electric 
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Montreal; B. V. Jones. DMAA director 
and advertising manager of Link-Belt 
Company. Chicago; and Joseph A. 
Barnes (see September issue of Re- 
porter), advertising manager of Perkins 
Glue Company, Lansdale, Pennsylvania. 
Good luck to all of you. Do some real 
digging! 


@ PLEASE. let's have another crusade 
in 1952! For many years this reporter 
has crusaded to educate businessmen 
and secretaries to TYPE the name of 
the person who signs each letter under 
the signature or at the bottom left 
where initials were previously used. 
The reason: so many signatures are 
hard to decipher. The crusade has been 
fairly successful. Most business letters 
you see these days have the writer's 
name typed. But there is still one ir 
ritating weak spot. Why in the world 
do men known as Bill, Joe. Harry. Henry. 
etc. on the golf course, at luncheons. 
or at conventions, allow their secretaries 
to type E. O. Smith or B. H. Jones... . 
the initials and not the name? It is 
irritating to the recipient . . . especially 
where there have been previous friendly 
contacts. It gets this reporter's goat 
too. We get letters with a “Henry’ 
salutation. Then the letters are signed 
with initials. We have met the fellow 
at many conventions and can't think 
of the first name or nickname immedi- 
ately. So let's get together in 1952 
and show our full name on every letter. 


@ THE FIFTIETH ANNIVERSARY of the 
Monsanto Chemical Company, St. Louis 
4, Missouri was celebrated by publish 
ing. in December 1951. a special edition 
of the “Monsdnto Magazine.” Editor 
Robert C. Bullen came across with a 
magnificent job. Fifty-six colorful pages. 
81, by 11 inch size. Editorial material 
is more than a “horn-blowing festival.” 
Solid. informative articles by top writers. 
on the growth of an American company. 
Has authenticity and a good sense of 
perspective. You may be able to ob 
tain a copy by writing to Bob Bullen. 


@ CONSISTENCY AND CONTINUITY 
are used to the limit by The Autocar 
Company of Ardmore, Pennsylvania. We 
have always admired their annual end 
of-the-year promotion. It has been the 
same for 30 consecutive years. Alli 
truck owners in the country, whether 
Autocar operators or not, receive the 
81 by 11 inch books containing 12 
double-page cost charts—one for each 
truck. In these cost books the truck 
owner can keep a day-by-day record 
of all items of cost and operation de 
tails. Books are distributed through 
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I'LL ONLY TALK TO A SALESMAN FOR 


FAGLE-A PAPERS 











ences 
= —“ paper makes a difference! 


JUST SAY 


FAGLE-A 


COUPON Bond 
AGAWAM Bond ¢ Onion Skin 
CONTRACT - Bond 

ACCEPTANCE - Bond ¢ Record © Index 
TROJAN Bond © Onion Skin © Record 


QUALITY Bond ¢ Manifold e Cover ¢ Index 
, — Ledger ¢ Embossed ¢ Vellum 

EAGLE-A 

[ypewriter and Boxed Papers 

iS Paper and Paper Boards for 

PAPERS engineering, industrial and 


technical uses. 


AMERICAN WRITING PAPER CORPORATION 


HOLYORE, MASSACHUSETTS 

















Beneath Dull Jackets 
an Undiscovered Fortune 


It was the year 1867. John O'Reilly, a South African trader, 
stopped to spend the night at the isolated home of Van 
Niekerk, a Boer farmer. 

As he watched his host's children at play he was attracted by 
their makeshift toys a handful of “pretty” pebbles 
picked up from the nearby river 


The children gladly offered the trader one of the pebbles .. 
which looked little different than the thousands of other 
tones which littered the river bed 


In Capetown O'Reilly's suspicions were confirmed. The 
“pebble”, which had gone un-noticed until then was a 22% 
carat diamond. Its discovery was to change the history 


of South Africa... and of the world! 

. . like 
because 
A wealth of time, talent 
mailing ... then wasted 


How many valuable catalogs and mailing pieces lie . 
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, aluable! Here is something 


them say: “Here omething 
to be opened! 

ll be discovered when you 
knows how to put 
ip to the 
readership! 


Chances are your mailings 
send them in a Tension envelope. Tension 
sparkle in an envelope. How to make it measure 
contents . get past “front gates” and invite 


for every business use 


TENSION ENVELOPE CORP. 
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Selling Direct to t ser 
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HOW TO MAKE 
ENVELOPES “SELL” 


Time after time tests prove that “dressing 
up” the envelope miraculously increases re- 
sults. For instance: 


MAGAZINE UPS RETURNS ALMOST * 

















Testing a “blind” corner card against an 
illustrated envelope, (see above) a well-known 
magazine discovered: 

The Illustrated Envelope Pulled 31.4% 
MORE Orders! 


NURSERY ENVELOPE PAYS FOR ITSELF 


a. 
OSE 








A well-known mail order nursery printed a 
special offer on its envelope. This offer was 
not repeated in the catalog. Profits from 
sales of this offer more than paid the total 
cost of envelopes. 


THIS COUPON WILL BRING 
YOU MORE INFORMATION 


MAIL IT NOW! 


Tension Envelope Corporation 
(Factory Nearest You) Dept H1 

Send me my free copy of ENVELOPE 
ECONOMIES ...Tension’s periodic publication 
of suggestions and ideas for making mail 
more effective 
Name 
Firm 
Addre $s 


Zone State 





- POINTING AND 
VIEWING 


EDITORIAL 


(Continued from cover) ... with 
out raising too much blood pres- 
sure. Confining the subject to 





} 


direct mail alone. o . a 
= sti “a ’ r me I na t } top 
one to great pains to ex 


First: We Point With Pride ' she arti ve g 
i } . plain tr Post Ofhce itself was not 

es ve bl riminatory tea 
rate act (on 
Post Office 


enrorce, 


wIntir with | 


tirst REPORTER } 
nk the rates 
, ‘ , 
” three o wouldn't the 
reason the same 


not appeared know, Tue Re 


s. The thoughts PORT nly publication which 


Herb Buhrow, 1 h , uestioned the constitution 
7 " . ‘ ’ * 7 ’ 
| ve dditiona f th I it postal structure. 


Gordon Mor ( nany | | 1 America are get 


ind negli ng raid to speak out openly Why 


oint ind hesitancy? 


mail effectiveness I : 
1 vuld challenge the 


. rood lawye c 
And their sat - i 
titutionality of the present postal 


po 


A) THE 


st of trouble spots is 


POSTAL SITUATION 


nber 1951 Reporter 
u ik lle wed our 
ce » your Congressmen 
Postmasters. Some of the carbons 


JANUARY 1952 





B THE HOMEWORK MESS 





C: DIRECT MAIL STILL DISREGARDED 


i 


REPORTER OF DIRECT MAIL ADVERTISING 





Milliona: 


Sundey Wogerne 


openers 


JANUARY 


6 Major Medio 


Newspapers 


$ 229,360,408 


Mogoazines 


$ 218. 752.34 


$ 716,391,515 


D) FRAUDS, RACKETS, ABUSES 


1 x) cove»rs 


past 


promoters 


t the cl 
Fraud orders were 
oo Many gyps continue 
ng unordered neck 
what-not is h gk 
nts to donate The 
exposure and coopera 
Better Business 


lrive the chiselers 
the mails You 
The fakes d 


legitimate mailed ap 


luded It you are 
n list get on 
Keep send 


pieces 


1952 


continue 
ce 8o 1 mass idvertising, but they 
All of us should 
1 every eflort to 
lon Borton, pres 
ig Federation of 
| 


i good job of ridicul 


wer at advertisers 


ls of truth or 


with the AFA 


they realize 

ng the pub 

ot the smart 

how they are 

or Gromeyko 
ndisputable 

And then continu 
that is not a fact 
acts based on independ 
1 you find that 

s worthless. 

vision or in di 

lic cynical 
children 

»o let s 

Keep 


statements 


cause 
st to describe in 
1) marking envelopes 
contain only 
rculars; (b) Du 
n mailing lists 
nore entire 
attentior 
headlines 
responsible, high 
¢) Copycat-itis, which 
r people's style, 

) Wrong formats 
sloppy production. 
st trom here on 
ues. There are plenty 
vy with alarm but 
roved or eliminated if 


symptoms and work 


ir from pessimistic 
starts. Certainly ; 
idaches. Our stomaches 
go through many acro 


ir to those described 


| 
I nvelope cartoon on 


not recog 


them 


to prosper 
because 


ust have 





ction costs. 
lic 


DIRECT MAIL’S 
GOLDEN AGE 


by John D. Yeck 


eplaces the shotgun And 
s the rifle Probably 


work Pro 


Machinery? igs 
1¢ age opened 100 
thought machines 
n slaves Instead, they 
tree. 
helped mankind 


hour, NANKINe 


1 be raise 
commodity H 


to higher wages 


ill w 


ore than we 








John D. Yeck... 


REPORTER'S NOTE: The first month of a new 
year is an appropriate time to give you a 
sober. cold-blooded analysis of direct mail 
And this is IT. John Yeck was dead serious 
when he prepared his talk for the Milwaukee 
Convention of the Mail Advertising Service 
Association. You should be dead serious when 
you read it and try to apply the ideas 
to your business John is well known to 
Reporter readers. Articles by Bill and John 
Yeck have appeared frequently in the past 
Their Dayton. Ohio Agency (Yeck & Yeck. 
Talbott Bldg.. Dayton 2. Ohio) grinds out some 
of the best direct mail copy in the courtry 
John is a member of Board of Directors of 
both MASA and DMAA. He has helped tre- 
mendously in increasing the stature of direct 
mail. This article sets the sights even higher 


THE REPORTER OF DIRECT MAIL ADVERTISING 








around the factory floor the way half 
pects lay around in the 
, 


the Board of Directors wouk 


a pros 
They'd demand—and 
action. They'd cut down 

" 


They'd stop waste. They'd 


plant work effectively. But they don't 
] nvr } } 


Danger Ahead 


In America, temporaril 


production problem is | 


licked. Just 


bury 
we'll have stuff coming ou 
And when we do 
realize that ill this 
of rationed, there'll 
gondest treasure hunt for 
ever saw. And there won 
Because Man is a Fluid Comn 
7 und in the t 15 years 
flown. He’s 
ch 1¢ and 
work The re lI 
id no supy 


“ he n det 


Wages Go Up 
Wi 


sales problem 
decide what needs to be done, who 


needs to be convinced, how to « 
m and which media w 
yineers who start w 


ind end with success. 
What's the difference 
Marketing Machinery 
ot our present day advert 
the Ine smal d fleren 
Kettering says divides 
theory The only diff 
theory and practice 1s t 
you cant leave anvthing out 
Some companies are 
build practical machines now 
whenever they do, it seems, they 


cover” direct mail. For direct mail 


the most versatile selective, convincing, 


‘machinery”™ of all. Direct ma 
quently the littke conveyor system 
carries the half-cony 

along. It takes 


mass 


JANUARY 1952 


or your. 
It’s in the cards pie A 
Greater Readership | 
through 
Sparkling Offset Results 


with REMIN D PLASTIPLATES 


i 

It’s your good fortune... Remington Rand Direct Image 
and Photographic Plastiplates will give you direct mail 
that is brilliantly “alive”...sales messages that fairly 
“leap” from the printed page, landing with strong im- 
pact on your prospects...at important savings to you! 

Plastiplates no-grain plastic surface makes them the 
nearest thing to stone lithography for direct mail use. 
On each one of your printed pieces, Plastiplates assure 
faithful reproduction of every detail, capturing the 
whole of a line image...all the dots in a halftone. 

Your printer, too, will appreciate Plastiplates, be- 
cause they are so easy to process, self-cleaning and 


easily filed for excellent re-runs! 


Make the PLASTIPLATE Press Test... TODAY! 
To convince yourself of Plastiplates’ superiority, 
make a FREE TRIAL...We will gladly furnish you 
or your printer with 3 FREE PLASTIPLATES so you 


can compare results. Simply write, or use the con- 


® 


Folders describing PLASTIPLATES and PLASTI- 


venient Coupon. 


PHOTER... yours for the asking 


Business Machines and Supplies Division 

Room 2409, 315 Fourth Avenue, New York 10, New York 
Please send me 3 free Plastiplates Direct Image Photographic 
Plastiplate folder (DS 62) Plastiphoter folder (DS 72) 

Model No 


My duplicator is a 
typewriter with a Fabric Carbon Paper Ribbon 


I use a 
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SKETCHES, DUMMIES AND DRAWINGS. direct 
to your desk by mail from my studio at hom Com- 


plete personal service at moderate cost Write tor tree 


booklet showing direct mail pieces I ve designed. 
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1,000,000 PIECES PER WEEK that’s our present 
addressing and mailing capacity Because of our 
unique location, mass mailers can buy our exceptionally 
fast and flexible service at very low cost. Currently 
processing for mailers as far from Knoxville as San 
Francisco at substantial savings. Since the George R 
Bryant Co. Inc. has acquired exclusive ownership of all 
our mail order lists, our 8 year old business is now 
devoted entirely to the addressing and mailing end of 
direct mail. So contact Bryant Offices in either New 
York, Chicago or Los Angeles for the lists. Write us 
for addressing and mailing quotations 
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, 


immed itely ry to 


yroblem tackled the 


long 


n the 


it Drin 
For, 


intense, 


, F 
n 


rolde 


ctive, effective, 
“engineered 


nery wont work with 
The 


Prompt 


Good direct mail. 


tir tr ] 
direct mau. 


nqu ries; 


two-fisted sell 


handl 

business 
sales promotion meth 
whole 
done for a 
good jud 


r} 
n 


selling process. 
It 


and 


song 


yment 
n 
direct mail like 
ind you 


iK 


cant en 
direct 
For 
ike 


vestment 


' 
nt to OK at 


ne 


mpression” basis. 


to mass media | 


radio, the in 


1agement looks at direct 
1 made-to-measure 


saving the t ot 


me 


nan power, they see 
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what it re ally $; some 
them money. Good 


| good advertisin 


Look at direct 


saving market iv 
more about market 


more about letters. 

umazed recently, ; he effect 
letters. Not only in my own exper 
Floyd Od! 


int Atlas (¢ orporation, hi 


mut lor others. 


a desert ranch so he won't 
Heinz Rollman wrote 
letter trying to sell him controll 
terest in a shoe company. 
Odlum came in. 
see him; a letter did 
where salesmen can’t. 
When Ben Duffy wante: 
Lucky Strike account for 
ton, Durstine and Osborne, 


he had mailed 


his « ampaign with a letter 
I 


ots ol 
ters This one flushed a warm pros 
pect. Made h I] 


| “salesman’s ca worth 
wh le 

these 

ing out some direct mail.” They started 
with a proble m and tried to find out 
how to solve it. Like so many others 
who start with their 


OF their 


problems and 
marketing machinery to 
problems, they used letters as part 


the answer. They got results 
You've all seen cases where 


mail didn’t get resu 


You wonder how one can 
direct mail ail work. Well, it doesn 


r} j 


Worn ¢ve? I No Sates netcnod 


S sure fire 
this W nen 


j 


mail on somebody's whim, 


youll probably be disappointed 
when you start with the sales problem 
approach it lik “engineer 
even the sir 
doing and th 
s the best bet to solv 
you'll be satisfied more often than not. 

lailored-to-the-problem “engineered 
market machinery is the answer to our 
next round of prosperity 
money , ut market 

| 


standard of li 
machinery, it w 
wages of those 
+ 


who des 


gn 
, , 

nines, MaKe re machines anc 

the machines. 

mai 1s tal to it 


Because direct 


| 
success will come to those who use 


direct mail wisely. If you will study 
the sales problem; understand the 

ertul force that direct advertising has, 
ind use it honestly and intelligently, 


can share in Direct Mail's Golde 
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A TYPICAL BUSINESS 
LETTER COSTS $1.00 

DICTATOR 

Stenographer 

Overhead 

Mailing 

Filing 

Stationery 

Supplies 

Ribbon 

Carbon Paper 


TOTAL COST OF LETTER 


Correspondence 
Costs 40% 


EVER FIGURE OUT what a business letter 
costs? Well, take a look at that chart. At the top 
of the column is the high cost of dictation — 40c, 
or 40° 


and these two items alone represent about 78°% 


your cost. Add your stenographer’s time, 


of your correspondence expense 





Models To Meet 
Every Requirement 


—Jjaf 


Model 5030 
Selector 
Operates any type 
writer. Permits 
pushbutton choice 
of 5-20 different 

letters 


= 1) 


Model 5100 
Space Saver 
For smaller office 
Automatic opera 
tion of any electric 

typewriter. 


Nothing can be done about that, you say? Oh, 
yes you can...with Auto-typist! Your routine cor- 
respondence — sales, service, collections, and the 
like—can be processed with this modern business 
machine that automatically turns out individu- 


ally typed letters personal as your signature! 


MODEL 5060 


Auto-Typist Dual Selector contains two large record 
rolls carrying 100 or more prepared paragraphs. By 
merely pushing buttons, operator selects the para- 
graphs to be typed, choosing them in any sequence 
Auto-typist runs them off just like a player piano... 
stopping automatically, anywhere in the body of the 
letter, so that names, amounts and dates can be in- 
serted manually to keep the letter completely per- 
sonal. Auto-typist 5060 operates any typewriter, man- 


ual or electric. Send coupon for your free literature 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 
614 North Carpenter Street, Dept 21, Chicago 22, Illinois 


oe eee eee eee eee eee eee ee ee 


Please send me ful! information on the Auto-typist and your free ‘How 
to Use’’ Booklet 


Nome 


Zone State 





SORE EERE EEE EEE EEE HEHEHE EEE EEE 











DIRECT MAIL ADVERTISING 
IN U. S. EDUCATION 


by Herb Buhrow 


REPORTER'S NOTE: This report needs an ex 

planation It help any of you at 

present to plan or prepare better direct mail 

But it reveals one of the inherent weaknesses 

of direct the lack of adequate training tblis d figu 
We ask you to read this carefully. Then show ° 
to professors in the 

school with whom you have closest contact t s 
You may be able to help in setting up a long 
range program which pro 
the 


will not 


eM 
Printers’ Ink and 
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twenty 


il 
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percent of the l 


in the future will 
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Those seen advance copies 

this report think it is one of the most brilliant 

elforts ever made by a DMAA Committee 


competent 
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who have 


young people for 


ng—for an an 
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versity courses 
1 allied sub 
with Direct Ma 


only 13 out 
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Herb W. Buhrow 


H. W. (Herb) 
Educational 


headed 
year 


the DMAA 
(hope he 
this the of his work 
Herb (for those of you who 
don't know) is Manager of the Industrial and 
Book Department of McGraw-Hill 
Book Company. 330 West 42nd St.. New York 
18. N.Y.. which includes the mail sales division 
He has been a 


Buhrow 
Committee last 


continues) and is result 


and analysis 


Business 


in all sorts of direct 
mail activities and a consistent award winner 
During the war. he was on General MacAr 
thur’s Public Relations Staff . and organized 
the Pacific Advertising Club. a group of former 
advertising people from all branches of the 
service who met regularly and maintained 
their contacts with their peacetime profession 
We are glad to print Herb’s 
intelligent analysis as 


leader 


thorough and 
@ service to all 
who want to see direct mail grow and prosper 
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Tucrease \WWR RETURNS 








Idea File #521* 





Yes, Sir! that’s my baby. Envelope ideas 
that bring in more replies at no extra 
cost... and the above does that very thing. Of 
course, ’'m net going to guarantee that you Won't get 
some blanks. People just naturally like Mint-E-Seal 
so well —— they just blissfully seal the envelope 
and forget to put anything in it but anyway, we print 
the Mint-E-Seal® line for free we even match 
it in same color as address side which is printed for 
as little as half-a-buck a thousand. 
x Drop me a 2¢ postcard with name and address and 


Pil send you actual file card and samples along 


with taste test labels you can nibble on for dessert. 


MINFE-SEAL Envelopes 


(REG. U. S. PAT. OFF.) 





ENVELOPE CO. 


ONE ENVELOPE TERRACE ® WORCESTER 4, MASS. 
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ierest in advertising 
en reported as 
The num 
irses has almost de 
I halt, according 
ra Othe ol Educ wien \ 


to wroduce education 


Appendix A 


*33,00 


from the 


RIGHT Envelope smi 


The mailings, the lists, the offers were 
essentially the same. But careful testing 
showed that of three different types of 
“outlook” envelopes, one produced 54% 
greater returns — an annual potential of 
$33,000 additional business for the direct 
mail advertiser who made the test 

It pays to use the RIGHT envelope 
And now, with this new “Handbook of 
Envelope Products and Purposes,” U.S.E 
makes it easy to find just the right en- 
velope for every job. 


Available on request through 
/ Ss 

printers, paper and envelope mer- 

chants. Reserve your copy now. 





This 144-page, pocket 
size Handbook — con- 


cise, complete, authori- , 

colleen Uk aaa UNITED STATES ENVELOPE CO. 
full of new profit op- 14 Divisions from Coast to Coast 
portunities for you. SPRINGFIELD 2, MASSACHUSETTS 


THE REPORTER OF DIRECT MAIL ADVERTISING 





JANUARY 1952 





Want More Business in ’52? 


Then let us improve your direct mail. Let us go 
over your letters, brochures, circulars, catalogs and 
whip them in shape to do a hard-hitting selling job 


We are not miracle men We are down-to-earth specialists 
with years of experience and technical know-how We begin 
where space advertising leaves off and carry on until the sale 
is made. We study your market. We analyze your product 
We write all the direct mail sales material that is needed by 
you, your dealers, your retailers to promote your product and 
make the sale We work out plans for its use—plans that 
will yield best results. 


1f you are in any business that uses the mails to do a public 
relations or a selling job, if you are a 


Manufacturer Banker 
Retailer Publisher 
Dealer Mail Order Operator 


Chase and Richardson, Inc. can show you 
how to get more business in 1952 


It Won't Cost You a Cent to Find Out 


Let us look over the direct mail material you now use and 
suggest ways to improve it Let us show you how to get 
more business at less cost in 1952 by using direct mail more 
effectively We shall be delighted to do this, and it won't 
cost you a cent 


Please ‘phone us at Murray Hill 2-8285. or drop us a note 


Chase & Richardson, Inc. 9 East 


More for YOU in ’52! 








Some Concerns We 


Have Served: 
Union Bag & Paper Co 
Hope Webbing Company 
McGraw-Hill Pub. Co 
American Home Magazine 
Encyclopedia Britannica 
The Hecht Company 
Lansburgh & Brothers 
Medical Research Press 
American instrument Co 
Henry Holt & Co., Inc 
Wilfred Funk, Inc 
Shenandoah Mfg. Co 
Short Line Bus System 
Crosse & Blackwell Co 
Rustcraft Greeting Cards 
Doubleday & Company 
Dime Savings Bank, Bklyn 


Some Products We 
Have Helped to Sell: 


Books 

Paper Bags 

Toys 

Hospital Equipment 
Narrow Fabrics 

Fund Raising Drives 
Investment Securities 
Bank and Financial Service 
Steel Castings 

Mag. & Newspaper Cir 
Dept. Store Merchandise 
Electrical Equipment 
Transportation 

Scientific Testing Equip 
Food 

Trade Associations 
Household Equipment 








45th St., N.Y. 17, NLY. 





I. you have a quality responsive List of Mail Order Buyers or Inquirers on 
which you welcome EXTRA PROFITS, send full details, count by years, how 
arranged, best rate (including our 20% brokerage commission), etc. 

REGISTER EXCLUSIVELY with MAIL ORDER LIST HEADQUARTERS for 


extra nationwide development of revenue without any extra cost to you. 


If your Lists are already registered, air mail latest estimated counts to 


Jan. 1st, 1952. 
MOSELY SELECTIVE LIST SERVICE 


Dept. R-1-8 


38 Newbury Street, Boston 16, Mass. COmmonwealth 6-3380 
>» Mosely Sends the Checks! 








Price only $2.00 postpaid 


GET THE FACTS 
ABOUT PHOTO-ENGRAVING! 


igraving questi 


ww in iVS pages iavVISnLY 


whit Just drof 


HORAN } ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N. Y 


Telephone MU 9-8585 


Black & White, Benday & Color Process 


Branch Offi-e: MArket 2-4171 
“24 HOUR SERVICE 














Why Customers Quit and 


How To Bring Them Back 


by Gordon K. Morrison 


' y} lorry] 
simple littic 


REPORTER'S NOTE: Here is the first article 
by @ young fellow we first heard speak at 
the October 1951 Milwaukee Convention of c uned 
the Mail Advertising Service Association ) rt ne ETAIL LEDGER, en customers become inactive. I have 
Asked him to change his talk around to ft < _— r cust rs — | 


Ker s customer 


yusiness, today, ue « istomer nd losses sust | 


our audience It might have been better 
to retain the humorous part where he told 
about being ready to close up shop until 
he stumbled onto the idea of selling Texas 
merchants on the value of going after in 
active accounts Our new author operates 
the Gordon Morrison Letter Service at 120 
East Seventh Street. Amarillo, Texas He 
has had a colorful career: has a dynamic per 
sonality: is a teller of fabulous stories. Was 
born in Oklahoma Indian Territory: was 
graduated from University of Oklahoma 
Class of 1932 in Journalism. At one time was 
a traveling salesman then eight years 
in newspaper work Managed the Credit 
Bureau of Amarillo and the Amarillo Better 
Business Bureau. Was president for two years 
of the Texas Better Business Bureau 

youngest fellow to hold such a job. He land 
ed in direct mail by accident writing sales 
letters for local firms as a hobby. You should 
learn a lot from Gordon's style of thinking 
Next month we'll give you another case 


history type of story on reviving lost accounts 





OOo 


How Much A Customer Is Worth 


want to determine how n 
. \ 
\ lo Wana .¢ cu ’ 7 r ynpany loses 


NAMES 


yuit 
quit 


istomer;rs s 


s s 


lal gross 


tne number o 
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igree that the iverage business spends 

$20.00 each to gain customers. In most 
businesses the cost is h gher 

Taking the national aver ige ol $20.04 

n a customer we can complete the 

example ota department store’s total 

loss on 100, 500 and 1000 inactive cus 


tomers, 


The iverayc depart nent store W th 


5,000 accounts has $100,000.00 invested 


In gaining customers And 1 
effective customer-relat 
} 


being conducted 


customers are quitting each 


Why Customers Quit 


tomers quit 

let them know 
ppreciate 1, 
was forcibly brought to n ittention 


portant, a 


when I was manager of a Merchant 
tetail Credit Reporting Agency 
slassed in office where I could 
n, \ nvyone I the 

, 
Usually when a customer 


l would look ip and 


say hello One customer, 


chanced to pass my office 
hen I was busy 
day he told my 


manager that it didn't look to 


i dozen times W 


wave One 


him like I appreciated his business be 
never had time to say hello. 
was amazed at the customer's 
because actually he w 
tomer. He and 450 other | 
ind professional men w I 
of the organization. | 
ordinator, so to speak, 1 
members rece ved prompt 
credit niormation. ! 
didn’t look at it this wa 
reasoned that he was 


money for his credit 


reports, 
charge ol the ofhice, theretore 
“trading” with me and he 
be made to teel that his “busi 
uppreciated 

I've never learned a mor 
lesson. If a part owner, or stockholder, 
telt slighted because no effort was mad 


to show appreciation . how much 
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YEARS 


Direct Mail and Ponton Have 
Been Partners That Long - - - 


Ponton now actively serves over 19,000 clients with 
accurate and complete mailing lists. Over 15,000 
various lists are available including: 


260.000 Manufacturers, giving main office and plant 
addresses; no sales offices included. 


150,000 Wholesalers, Jobbers and Distributors, main buying 
offices. 


1,400,000 Merchandise Retailers; selected by type store. 


500,000 Service Companies; selection by type business 
possible. 


4,000,000 Business Executives, covering United States. Selec- 
tion can be made by income or occupation. 


2,000,000 Home Owners; owners of better class homes can 
be selected. 


8,000,000 Housewives; better class selection can be made 


1,725,000 Professions, including: 


163,000 Physicians 70,000 Dentists 

175,000 Attorneys 18,000 Optometrists G Opticians 
20,000 Accountants 17,000 Chiropractors 

100,000 Engineers 14,000 Architects 

150,000 Nurses 998,000 Teachers 


2,000,000 Career Girls. 
3,000,000 Male Factory Workers. 
2,000,000 Female Factory Workers. 


When a direct mail program is being 
formulated, contact PONTON ! 
Ponton’s Famous List O’Trades for 1952 Now on Press 


128 Pages . . . Most Complete Catalog of Compiled Mailing 
Lists Ever Published. Write Now for Your Free Copy. 


= W. S. PONTONG: 


ADDRESSING 


FACILITIES AT THE HEAD OF THE 


SALES OFFICE PRODUCTION PLANT 
50 East 42nd St., New York, N.Y. + 44 Honeck St., Englewood, N_J. 








List 
New Yor 
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ind just as ! nportant n hve to 
same 
If a 


letter 


' 
way 


customer does not resjx letters 


number one, write another revived 
inother and another 1} results 
resumes DUY 
" — 7 

pietely Lost The cost 

s insignificant When com 
ness lost while the « 


tomer 
plus the cost of gaining him or 
Enough 

! 


ciate the attention pai hem t er | by 


nactive t 


n sufhicient n 


ters to revive nactive 


\ Chicago department 
on 500 


248 or 48 are tl 


customer Letter number 5 out-pulled letter nun eloquent. It 


Tests can 
: — 
letters profitable. au 


When contemp! t ries Ol I -_ 


campaign created t 


customers will br , almost un 


results 


planned, 


orm 


the letters are properly 
skilltully worded, and thought 
The old 


apply very profit 


tested 


and fully 


store 


inactive account scheduled tor mailing. 
ot averages wil 
letter ibly under these conditions 

Ralph Waldo Emerson wrote, “Elo 
quence 1s cl the opinions of a 
Effective 
back in 
better than 


1as less than two minutes 


ging 
time in twenty minutes.” 


etter copy, written to bring 


customers, must be 


rnu 


be deceiving. However, a back a customer who 


bring back probabl that he would “never 


ring ness with 


that firm again.” 





| ] 
thought should be given to copy 


off a 


Va 


! 
ing ietter just to yet som 


because business is slow 


Nor 


n the mail 


wont bring results. 


" 


Will thum| 


maximum 
ing through a book 

ers for all circumstances” and 
one that “sounds good” do 
“ideal 
in different loca 

different circu 
irted THI 
AN, for reviving 


I tound it easier to “lift” other 


pected The letters wer 
stances 
MORRISON 


inact 


letters than to write my own co} 
“borrowed” lett 
Somet! 


turns trom 


exceeded 10 





because the letters | 


, 


Here's wHAT GEORGE R. BRYANT wict 00 ror vou 


YOU CAN REACH US AT GEORGE R. BRYANT COMPANY 
CHICAGO... . 


NEW YORK. . 
LOS ANGELES . 


~ 


As Your Mailing List Broker 


Make custom consumer direct mail list selections for your offers 
Use mailer-owner direct mail and mail order experience for you 
Give practical understanding to your individual problems 

Speed service for you from New York, Chicago or Los Angeles offices 


Obtain revenue for you through careful rental of your lists 


75 East Wacker Drive, Chicago 1 ° STate 2-3686 


595 Madison Avenue, New York 22 ® MUrray Hill 8-2652 


122 East 7 Street, Los Angeles 14 © VAndyke 9868 
Member Nationa! Council of Ma 





ng List Brokers 





were reported to have pull 
is 50 for their original 
day I was asked to create 
for a firm that I knew quit 
w hose 


customers 


whom I associated. 
copy tor the 
pany enjeyed ; 
ustomers who rece 


Th s taught me to analyze 


earn al I could ipout 
ind write letters that so 
may shop 


c 

genuine. I 

idea now and then, 
Letters 


should 


Customers 
0} The reason, 
sunknown. To find that 
t and br ny the 


i thoroug! 


addressed 
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Outstanding Service 


THE HOUSE OF ENVELOPES 


. . . _——- AIR MAIL 
Specialists in — 7. A" 
——> MERCHANDISE 
POSTAGE SAVER 
——> OFFICE SYSTEMS 
——. PACKING LIST 
EVERY OTHER STYLE 


COIN 


an 


AND ENVELOPE IDEAS! 


if you'd like to receive our brisk little publication “THE 
POSTMARK.” you hove only to request it. Please use 
the coupon below 


ARDOEN CiTy 
Enwvescore Co. 


3001 HM. ROCKWELL ST. 
CHICAGO 18, KLINOIS 


Garden City Envelope Co. 3001 N. Rockwell! 
Chicago 18, It! 

() Please put my neme on “THE POSTMARK" mail 
ing lest 

My Nome 

Compeny 


Address 











DEAR MR. CLIENT 


an agency man writes on direct mail 


by Milton L. Fitch 





REPORTER'S NOTE 


erpts 


The accompanying article 
from an letter and 
made by President Milton L 
lient of Howard-Wesson Com 
Worcester 8. Mass 
made to delete refer 
Many agency men 
have trouble in 
the use of direct 


niains ex actual 
presentation 
Fitch 


pany 


to a new 
405 Main St 
Changes have been 


ences to client or product 
advertising managers) 
tog on 
Perhaps this outline will 


pitch 


and 


selling management 


mai give you some 
usable 


ideas for a 





Or 


course 

its you re no 

or sales an 
nor;re 
produc 


lon t depe: 


Most mportant 
normally 


Ope 1S 


Print ny 


ompany let 


] 


esigned i 
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DON’T WRITE 
BACKWARDS 





REPORTER'S NOTE: A short article by Howard 
Dana Shaw of Philadelphia appeared in the 
December 15 issue of United States Review 
It's worth passing along because t 

another way to explain the t 

street formula tor writing 

tober | Reporter Too ma 


r trom the disease descr 








PLIFY YOUR SENTENC 


j 
i 


ROUND ROBIN , 
DIRECT MAIL 





‘ 
REPORTER'S NOTE: Clipped from the 


y and ntroversia Back Talk 
ad man Joe Kessingler. 37 Saybrook Place 


Newark 2 


A NUMBER ONE 
CHECK 





LISTS 


PROVEN RECORD 


INDUSTRIAL LIST BUREAL 
45 Astor Place, New York §.N.Y 





ver a quarter of a million dollars 
in postage, list rentals, lettershop work, printing, was invested in test and 
Volume Mail Order Campaigns during the past 30 days on MOSELY 
MAIL ORDER LIST COUNCIL and SERVICE. 


“Built on Service Growing on Service.” Put your 1952 Mail Order 


Market Problems up to MAIL ORDER LIST HEADQUARTERS. 


fieot, Kt 


New Mail Order 


Customers in 
Volume . ° ° . ° 
osely Selective List Service 


38 Newbury Street, Boston 16, Mass. COmmonwealth 6-3380 
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SOLVING 
A “SITUATION” 


\ 


HOW NOT TO MAKE 
FRIENDS AND BUILD eles om vet « 
GOODWILL sind yn ong tapas yf WE GOT IN THE NEWS. 


' PAPERS LAST WEEK — — 
EWTON MAN FINED IN AND WAS OUR FACE RED! 
LORD'S DAY CHARGE 





BUT all we were trying to do 
was to help out a customer 
who was late getting his job 
into our hands but had to meet 
a deadline! 


BATHE STORY IN THE BOSTON POST 


Naturally we are sorry we broke the law we didn't know a permit was needed for such work 
Next time you can be sure we'!l get such a permit if we are faced with a customer's deadline 
which can't be met in the reqular work week. We won't break the law but we'll break 


our necks to get your rush job out on time 





While we are at it, though, we'd like to correct the 
Post story — — — 
e were not fined 
e are HUB MAIL 
not Hub Mailing 
e ere ated at 19 Camt 


ambridge Street 





eo is only 40 years old, not 4 
e were 19 employees working, not /8 


the Post was essentially correct 











Just pick up your phone ond dial the letters 


| 

H-U-B M-A-I-L 

| We'll come o-running to pick up your 

PRINTING — MULTIGRAPHING AND MAILING WORK 
————— ee _ ee —————— | 


CAPITALIZING ON CALAMITY — ali of us at The Reporter got a great kick from 
reading the 8'2" x 11” two color circular mailed by Hub Advertising Service, Inc., 75 Cambridge 
Street, Boston. You can read the whole story in the reduced reproduction. Nothing better than 
a sense of humor in turning calamity into goodwill 

Secms screwy that laws should prevent honest people from working when and where 
they please. That's the trouble with the efforts being made in New York State to prevent 
women from doing typing at home 


JOBS — FOR TOUGH JOBS 
| 
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TO USE: — 


aoe 
PUT PUZZLE TOGETHER 
ON GLASS-TOPPED TABLE 


CRAWL UNDER TABLE — READ 
IMPORTANT MESSAGE ON BOTTOM 


AND You'LL BE LOOKING ups 








LOOK-DOWNERS 


e De Na Alny 4 


anly 





MEMO FORM 


Way S } 


| 
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FAREWELL, PENNY 
POSTCARD... OR 
WHITHER 

DIRECT MAIL? 


Reporter's Note: Only humorous note in the 
serious mess of increased postage rates 
was the two page spread in November 1951 
issue of Medical Marketing. h.m. of Medical 
Economics Inc Rutherford New Jersey 
Editor Richard Kennerley thought we would 
find it amusing We did and pass it 
along for further amusement. You might send 
it to your Congressman with a needling 
question as to why you should pay 2¢ to mai 
a postal card when a non-profit organization 
er a union can mail a bulletin 2nd class for 
as little as ‘/gth of one cent eac 

Incidentally. Medical Economics is a unique 
house magazine. It is published monthly by 
a trade magazine as a service to advertisers 
in the medical field. Although the chief busi 
ness of the magazine is to sell space advertis 
ing a broad-minded management gives 
advertisers all possible help in direct mail 
and persona! selling ideas. There should be 
more such broad-mindedness in the advertis 
ing profession 
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ABOUT BLOTTERS 


promotion piece 1 
vy Reba Martin, Inx 
nue, Miami 37, | 

Hoffman and | 

York last 


1 price and ordering 
ps many people will turn 
enclosures dur 


With increased 


vailers may be 


similar 
vevond 
more 
tting their money's 
ow that nearly every 


ed ( iround 4 bil 


That is, first 


or tracuion 

letters carry 

An extra 

tter can be included 
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A DAY IN THE LIFE OF A BUSINESS MAN’S STOMACH 
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11:00 A.M 
No Orders in Mail Long Distance Call 
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2:00 P.M 3:00 P 
Government Men Want to 
See "48 Books Again 


4:00 P.M 
EPCO Rejects 
That Carload 


5:00 P.M 
Best Salesman 
Gives Notice 


For some years THE REPORTER has reprinted at intervals, cartoons from the always 
good “Standard Time,’ h.m. of The Standard Envelope Manufacturing Company, 1600 East 
30th Street, Cleveland 14, Ohio. Many months ago ‘February 1951, to be exact), we suggested 
that Editor Tom Marsh should create a booklet reproducing all of the wonderful cartoons which 
have appeared since the house magazine was started in 1947. On December 6, we received 
a letter from Tom telling us that our suggestion had been considered favorably. He enclosed 
a fresh-off-the-press copy of a 68-page 6 x 9 inch booklet, titled “You Asked For It.” Page 
after page of cartoons and short poems mostly concerning funny business situations. It 
is a wonderful job. You can get a copy by asking for it on your business letterhead 
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— George Kinter’s Monthly Letter Expressing One Man’s Opinion 
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SHORT NOTES 
DEPARTMENT 


Autocar’'s 50 factory branches. Cam 
paign is handled by Gray & Rogers of 
Philadelphia. 


@ BEAUTY AND THE BEST is the in 
triguing title of a beautiful 4-page folder 
issued by Remington Rand. Inc., 315 
Fourth Avenue, New York 10, N. Y. It 
was directed to secretaries, stenogra 
phers and typists describing the 
Remington all-electric typewriter. It 
offered each recipient a free copy of a 
new booklet. “How To Be A Super Sec 
retary.” Both folder and booklet are 
worth getting for your idea file. Another 
R-R catalogue worth having in these 
cost-conscious days is “Office Manual 
of Filing Systems and Supplies.’ 


@ FROG HOLLOW ALMANACK is the 
name of a monthly series of 6'/, by 9'/2 
inch take-away sheets developed for 
the Wayside Country Store. Post Road 
South Sudbury. Massachusetts by the 
Davis Press. Inc.. 44 Portland Street 
Worcester 8 Massachusetts. Write 
to the Davis Press and ask them to send 
you some samples. Country stores are 
getting to be big business. These Al 
manack sheets used by the Wayside 
Store are attracting attention. One side 
carries typical Almanack information in 
old style typography. Other side of 
sheet describes and illustrates unusual 
offers. Customers are carrying them 
home by the thousands each month 
Have increased both mail order volume 
and sales at the store. Excellent direct 
advertising 


@ IF ECONOMY WILL BE your watch 
word in 1952. but if you want to main 
tain high quality in your direct mail 
pieces be sure to write for and 
save a new folder just issued by the 
Dayco M-C Division. Dayton Rubber 
Company. Dayton 1. Ohio. The title 
How You Can Buy More Color For 
The Same Money. It describes a 
method of color printing (by split ink 
fountains) now available from many 
printers, but relatively unknown to users 
of printing System can be used to 
save money or add colors while print 
ing booklets. broadsides, catalogs 
labels. letterheads. posters . . . almost 
all kinds of printing. Folder itself is 
a brilliant demonstration of the method. 
Contains 36 variations of colors which 
were printed by running the sheets 
through a Harris 2-color press just twice. 
Describes the whole process step by 


step. Unique presentation was prepared 
by Yeck and Yeck of Dayton. 


@ A CUT-OUT SANTA CLAUS. 6! 
inches in height. was attached to a letter 
mailed late in November by the Ninth 
Federal Savings & Loan Association, 
1457 Broadway. New York 36. N. Y. It 
was a real attention-getter for a mes 
sage which started: “A Very Merry 1952 
Christmas To You and Yours.” with the 
pitch directed toward the benefits de 
rived from opening a Christmas Club 
Savings Account for next year. 


@ INFORMATION WANTED! The Re 
porter would like to publish each month 
the advance dates and details about 
scheduled local direct mail meetings 
. so that readers in the areas involved 
can plan to attend such gatherings. 
With the exception of the New York 
Hundred Million Club, the Philadelphia 
and Chicago Direct Mail Clubs 
it has been difficult to get the informa 
tion. We usually hear from local con 
tacts aiter the meeting has been held. 
So if any of you are on a local direct 
mail committee . . . send us all possible 
information about dates of meetings. 
Do it early. 


@ A VALUABLE BOOKLET has been 
issued by the State Street Trust Com 
pany. State & Congress Streets. Boston 
Massachusetts. Write to Vice President 
Ralph M. Eastman and get a copy. 
Ralph's work stands at the top in the 
financial field. The new booklet is titled: 
The Affairs of _.  -”—Sés« With a 
subhead: “If anything should happen— 
here is a record of whom to see and 
where to look.” The 4 by 8 inch, 20-page 
booklet is intended for businessmen who 
want their affairs and family protected 
in case of sudden death. Every possible 
question which might be asked by those 
left behind should be filled in on the 
lines provided. It is a wonderful job 
and should have widespread distribu 
thon. 


@ MOST GLAMOROUS end-of-the-year 
mailing was sent to us by Charles S. 
Downs. vice president in charge of ad 
vertising of Abbott Laboratories. North 
Chicago, Illinois. The 1951 special 
Christmas edition of the constant prize 
winning house magazine. “What's New.” 
It's practically undescribable. Fifty 
eight gorgeous pages in a 9% by 1!2'/; 
inch book. Art work is “out of this 
world.” Combination of letterpress and 
offset. All packed in a Christmas-y 
cardboard box. Copies of the edition 


were mailed to every physician and in 
tern in the United States. No wonder 
new DMAA Director Charlie Downs had 
such a self-satisfied expression at the 
Milwaukee Convention when he 
had this masterpiece “cooking under 
his hat.” 


@ THE DEATH of Senator Capper 
brought memories to this reporter. First 
member of Congress we met. Always 
kindly. He was an ardent direct mail 
enthusiast. which may be reason why 
the new generation at Capper Publi- 
cations are so professionally expert in 
direct mail technique. Back in Postage 
and The Mailbag days one of our most 
precise jobs was to change Senator 
Capper's stencil so that he would get 
his magazine regularly either at Wash 
ington or at his other addresses. And he 
kicked if it didn't arrive promptly. Wish 
we had more legislators in Washington 
who respected and appreciated direct 
mail potentials and problems. If so, the 
Post Office would not be in such a hell 
of a mess. 


@ WIND-UP NOTES: Nothing So Dismal 
as a special Christmas offer received a 
week alter the carols have been sung. 
On December 31. 1951 this reporter re 
ceived such a mailing from a Wisconsin 
mail order house . . . offering just the 
right items for a troublesome Christmas 
gift list. Maybe we are supposed to 
file it for Christmas 1952. Many Christ 
mas gift offers are mailed too late... 
even though the pieces arrive before the 
holidays. Many folks make up their 
minds months ahead. Plan your mail 
ings early next year. ‘| The Dollar Vol 
ume of direct mail advertising used by 
American business during the first 
eleven months of 1951 was $976,124,928 
... @ gain of 141/2°% over 1950. The 
November 1951 score was $97,370,182. 
Next month, when reporting December 
total, we'll bring you up to date by 
listing amounts for each month com 
pared with previous year. {| Walter Drey 
of Walter Drey. Inc. has been elected 
president of the National Council of 
Mailing List Brokers. Arthur M. Karl of 
Names Unlimited. Inc. is vice president: 
Helen Tarbox of George Bryant Com 
pany is treasurer: and Willa Maddern of 
Willa Maddern, Inc. is secretary. { En 
joyed making an analysis of all the 
Christmas greetings received. The sta 
tistics may be worthless ... but here 
they are: 65°, were stock cards or fold 
ers supplied by greeting card manu 
facturers. Some extremely beautiful. 
7) of our Christmas mail was com 
posed of individually-created form letters 
on special letterheads. Hand-tailored 
personally designed cards, folders. book 
lets jumped this year to 27'/2°.. Many 
outstanding. All were appreciated even 
though we didn't have time to acknowl 
edge every one. 
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HOW DO THEY EXPECT 
ANYONE TO READ 


MAILINGS AS BLURRY AS THIS? 





Are you satisfied that vour 
mimeographed mailings are clear, 
sharp. easy-to-read 7 

Your prospects wont) bother 
to read through them if thev re 
blurry. fuzzv. messy —as so many 
bulletins are. 

Hammermill Mimeo - Bond 
produces more than 5,000 clear. 





legible copies from a single stencil, 
when vou want that many. 

And this paper comes in white 
and six distinetive colors. You 





can put your message on a “char- 
acteristic” color that will be iden- 
tified at once as coming from vou. 

Wed like to send vou—free— 
the LO0O-sheet trial pachet of 
Hammermill Mimeo- Bond. Test 
it for yourself. Compare it with 


; + + ~ + 
HAMMERM/)— 
MINEO -BOND 


the paper vou now Use With the 
packet we ll inelude the Hammer- 
mill idea- book. Better Stencil 
Copies.” that tells vou how to 
vet better results from your sten- 
cil duplicating equipment. 





Just send the coupon now... test ; 
Hammermill Mimeo-Bond for yourself ‘ 


papers wherever you see this shield on a printer's 





shop window. Let i! be your assurance of quality printing 
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TEAMWORK 
PLUS 


. ». make the big difference in printing, says the 
Advertising Manager. “As an advertising manager 
| know the value of cooperation. | depend on experts... from 
the drawing board right through the press. 
When each phase is handled by skilled specialists, 
the results are always best. For instance, here are 
the experts | depend on for really fine reproduction.” 








THE PRINTER .. . he calls on me, looks over THE ENGRAVER .. . he hos the job ex- THE INK MAN this highly trained mem- 
the layouts and makes recommendations for plained to him by the printer who describes ber of the team performs like a prescription 
the finished art. He’s a printing specialist the paper we expect to use and discusses chemist recommends and compounds 

that’s why he leaves the engraving prob- the inks needed inks in precise colors and qualities .. . helps 
lems to another expert the printer duplicate the original art work. 





HUDSON GLOSS...the ALLE oper... 


makes good work so much better. Depend on it for clean, 


sharp, 120-line halftones and fine color affinity. leamwork 


Hudson Gloss is versatile too . . . use it for your next recipe 
booklet, house organ, broadside, advertising literature, etc. 
... on either flatbed or rotary letterpress. 

International Paper Company, 220 E. 42 Street, New York 17. 
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BOOK AND BOND DIVISION 








